Abstract. Word of mouth has become market information that has a very importance influence on consumers' judgment and decision making. By reviewing EWOM-related literature, a theoretical model is established from the perspectives of EWOM Quantity, EWOM Timeliness, EWOM Quality and EWOM Expertise to explore the influence of EWOM on the consumers' purchase intentions. With college students as the research objects, data are collected through questionnaire survey. An empirical analysis is conducted through SPSS software and the following results are thus acquired: EWOM Quantity, EWOM Timeliness, EWOM Quality and EWOM Expertise have significant positive influence on the consumers' purchase intentions, and EWOM Quality has the largest influence on the consumers' purchase intentions and EWOM Timeliness has the least influence on the consumers' purchase intentions.
Introduction
As the interpersonal communication information between consumers about products or services, word of mouth (WOM) has become market information that has a very importance influence on consumers' judgment and decision making. According to the empirical studies of Engel, Blackwell and Miniard, 60% of the respondents considered that WOM had the greatest influence on decision-making behavior [1] . The influence of WOM on consumers' product decisions has drawn wide attention from scholars and practitioners. With the development of Internet, this kind of influence becomes more and more important. Electronic word of mouth (EWOM) is a kind of interactive and non-commercial communication between consumers with strong relations, which is displayed on Internet with text as the medium.Compared to traditional WOM, EWOM has faster dissemination speed, broader dissemination scope and more proactive dissemination ways, endowing it with a greater impact on consumers' information search, purchase decisions and purchase attitude. In particular, the anonymity of the network, non-face-to-face contact and low communication cost make it possible for the consumers to freely express their real thoughts and opinions and take the initiative to discontent and complain.
EWOM is a source of important information for both enterprises and consumers. On the one hand, the consumers can communicate with each other through WOM to share their experience and feelings of the relevant products and services. Thus, the potential consumers will have a more profound understanding of these products and services and get them compared to select what they really want. On the other hand, W helps the marketers to have a better understanding of consumers' preferences and demands for products and services. In this paper, with college students as the research objects, EWOM's influence on consumers' purchase intentions is explored, which will help the enterprises to strength the management of EWOM based on the influence mechanism and also provide a reference for the enterprises to enhance their WOM marketing strategies for college students market.
Theoretical Model and Hypotheses
EWOM Quantity refers to the number of occurrences of EWOM. WOM Quantity is one of the most important indicators used to evaluate WOM. Previous studies have shown that as a kind of information, WOM Quantity will enhance consumers' cognitive level and the number of consumers who have obtained the information in the market information [2] . During their online shopping process, consumers will firstly get the comment information from the previous buyers to reduce their purchase risks. The greater the WOM Quantity is, more comment information about the products or services the consumers will possibly get, more comprehensive and intuitive their understanding of the products or services will be, and more reasonable purchase decision the consumers can make. Chatterjee found that after reading a large number of comments released by others, the consumers' anxiety will be reduced when making purchase decisions because they think that many other consumers also buy the same products [3] . Based on the above analyses, the following hypothesis is put forward:
H1: EWOM Quantity has a significant positive influence on the consumers' purchase intentions. EWOM Timeliness refers to the time span between the consumers' purchase of products or services and their release of comment information on the Internet. WOM information means the real-time information that can meet the consumers' needs; that is to say, WOM information should be released in a timely manner [4] . The more timely the information is provided, better the quality of the product or the service can be reflected, and the higher the consumers' trust will be. Thus, their needs can be better met. When a positive comment is released at a time very close to the time when the consumers read it, the consumers will have more faith in the product. Domestic and foreign scholars have rarely studied EWOM Timeliness. Zheng Xiaoping interviewed the e-commerce experts and several frequent online shoppers and identified the influence of information timeliness on decision making [5] . Based on the above analyses, the following hypothesis is proposed:
H2: EWOM Timeliness has a significant positive influence on the consumers' purchase intentions.
EWOM Quality means whether the EWOM information is true, objective, understandable and product-related. High-quality information often details the product features or use experience; or only one feature of the product is mentioned, but it is highly available and has a great influence on other consumers' purchase decisions. Fan et al. found that EWOM's quality and quantity have a great influence on EWOM credibility perceived by consumers [6] . High-quality WOM information will allow the consumers to have a more in-depth understanding of the products and services. As a result, the higher the EWOM Quality is, the greater its influence on consumers' purchase intentions will be, more willing the consumers will be to buy the relevant products or services. Based on the above analyses, the following hypothesis is put forward:
H3: EWOM Quality has a significant positive influence on the consumers' purchase intentions. EWOM expertise refers to the communicator's ability of providing correct information perceived by the receiver, which is based on both parties' relative cognition. The communication theories consider that, the information receiver's psychological and behavioral activities will be affected by the characteristic of the information communicator. The characteristic is manifested by the communicator's ability perceived by the receiver, namely, expertise. Expertise is related to the degree of the receiver's perception of valuable information. WOM information searchers would like to consult with professionals who know more about the products. The higher these professionals' expertise is, more possibly the WOM information will be accepted, and the greater the influence of WOM information on the receiver's purchase intentions will be. Based on WOM's influence on consumers' purchase decisions, Bansal and Voyer directly pointed out that, WOM information communicator's expertise will affect the consumers' purchase decisions [7] . Based on the above analyses, the following hypothesis is proposed:
H4: EWOM Expertise has a significant positive influence on the consumers' purchase intentions. Based on previous research results and the analyses presented in this paper, in order to depict EWOM's influence on consumers' purchase intentions, a research model is proposed to describe the hypotheses given above, as shown in Fig.1 . Figure 1 . Research Model.
Research Methods

Questionnaire design and data collection
College students are chosen as the research objects because they account for a large proportion of Chinese netizens. Comparatively speaking, they prefer more to online shopping and are quite representative. Based on literature review, taking advantage of the research scales used by domestic and foreign scholars, combined with the characteristics of college students, the variable measurement items are designed, including 5 measuring variables and 15 questions. The 7-point Likert Scale is adopted. The numbers 1-7 are used to measure their degree of agreement with the question, where 1 represents "strongly disagree" and 7 represents "strongly agree" 
Data analysis and hypothesis testing
Reliability and Validity Analyses
Cronbach's a coefficient is adopted to measure the internal reliability of the questionnaire. Generally speaking, when Cronbach's a coefficient is greater than 0.7, it suggests that the data have good reliability. The Cronbach's a coefficients of all variables involved in this paper all exceed 0.75(as shown in Table 1 ), indicating that all variable scales meet the internal consistency requirements and that the data collected have good stability and consistency. Then, the principal component analysis method is adopted to extract the factors. The factor extraction principle is as follows: the eigenvalue shall be greater than 1; the maximum variance rotation method is adopted; the default maximum convergence iteration times are 25. It can be seen from Table 2 that the factor extraction results are consistent with the dimensioning results in the original scale. The eigenvalue of each factor is greater than 1, and their cumulative variance reaches 72.64%, suggesting that these four factors have good discriminatory validity and construct validity, which correspond to four variables.
Correlation Analysis
Correlation analysis is conducted to explore the correlations between variables, thereby verifying the hypotheses. Pearson's correlation analysis is used to preliminarily test whether these hypotheses for the model are true. The results for correlation analysis of EWOM and purchase intentions are shown in Table 3 . Table 3 shows that, except for the variable of EWOM Timeliness, the correlation coefficients between other EWOM variables and purchase intentions are all greater than 0.5 and reach a significant correlation below 0.01, suggesting that the variables of EWOM Quantity, EWOM Quality and EWOM expertise are all significantly and positively correlated with the consumers' purchase intentions, while EWOM Timeliness is weakly correlated with the consumers' purchase intentions.
Regression Analysis
Pearson's correlation analysis is adopted to verify whether the hypotheses for the model are true, but cannot fully explain the relationship between EWOM and purchase intentions. As a result, regression analysis method is employed for quantitative analysis of EWOM and consumers' purchase intentions. With EWOM Quantity, EWOM Timeliness, EWOM Quality and EWOM Expertise as the independent variables, with the consumers' purchase intentions as the dependent variable, a linear regression is conducted to explore the influences of EWOM Quantity, EWOM Timeliness, EWOM Quality and EWOM Expertise on the consumers' purchase intentions. The regression analysis results are shown in Table 4 . In the regression equation, the regression coefficients of all variables are significant (p-value is 0.000, which is less than 0.01), and the regression coefficient is positive, suggesting that EWOM Quantity, EWOM Timeliness, EWOM Quality and EWOM Expertise are positively correlated with the consumers' purchase intentions. The regression equations between EWOM Quantity, EWOM Timeliness, EWOM Quality and EWOM Expertise and the consumers' purchase intentions can be obtained through the regression analyses.
According to the above regression equations, EWOM expertise is the factor that has the greatest influence on the consumers' purchase intentions, followed by EWOM Quantity and EWOM Quality; EWOM Timeliness has the least influence on the consumers' purchase intentions. This indicates that the enhancement of the EWOM Expertise is the most effective way to promote the consumers' purchase intentions.
Conclusions
By reviewing EWOM-related literature, a theoretical model is established from the perspectives of EWOM Quantity, EWOM Timeliness, EWOM Quality and EWOM Expertise to explore the influence of EWOM on the consumers' purchase intentions. With college students as the research objects, data are collected through questionnaire survey. An empirical analysis is conducted through SPSS software and the following results are thus acquired:
(1) EWOM Quantity has a significant positive influence on the consumers' purchase intentions. The more the EWOM Quantity is, the greater its influence on the consumers' purchase intentions will be. By communicating with multiple experienced online consumers, the author finds that the number of comments for each product on the network platform is an important indicator for their reference when buying products through online channels. The consumers often consider that the number of products purchased may be fraudulent, but network comments are mostly the texts, pictures and videos proactively released by the consumers after buying the products, which often reflect some features of the products and are of great reference value to the consumers.
(2) EWOM Timeliness has a significant positive influence on the consumers' purchase intentions. It can be seen from the results that EWOM Timeliness has an insignificant influence on the consumers' purchase intentions, but is still positively correlated. Thus, when shopping through online channels, the consumers do not pay much attention to the timeliness of EWOM information but often focus on other aspects of EWOM. Yet, EWOM Timeliness is still very important for enterprises who just appear on the network platform because for them the consumers' EWOM information is very rare, and the enterprises have to encourage the consumers to comment on the products in a timely manner by taking various measures.
(3) EWOM Quality has a significant positive influence on the consumers' purchase intentions. The research results show that EWOM Quantity has a very critical influence on the consumers' purchase intentions. High-quality WOM information generally contains more practical and objective descriptions and comments on the products, and is more related to the product information, offering valuable reference information for the consumers so that they can easily learn about the product's properties and features and shape their purchase intentions. As a result, the WOM information with higher quality has a greater influence on the consumers' purchase intentions.
(4) EWOM Expertise has a significant positive influence on the consumers' purchase intentions. In terms of the release of WOM information, if the information is released by an experienced or competent expert in a certain field, the consumers will generally be more willing to adopt the suggestions contained in the information because they have been fully considered and strongly recommended by the expert and are of great reference value. Therefore, the higher EWOM Expertise is, stronger the consumers' purchase intentions will be.
